Abstract: This paper presents an exploratory research carried out to further enhance existing findings and theory, on the effect of online consumer reviews (OCRs) on consumer behaviour. It focuses on online booking and the behaviour of Greek tourists. It is an attempt to detect the level of consumers' involvement with OCRs, primarily by measuring the effect of OCRs on their perception and by examining their attitude towards the management of OCRs by the hotel administration. Although findings are drawn from a small sample and cannot be extrapolated to the whole population, the findings combined with the literature review, proffer useful insights and lay foundations for a larger research project. Analysis suggests 'clarity in reviews' as being the most important factor for tourists. They are highly affected by negative reviews, especially when these are related to accommodation cleanliness. Moreover, although hotel management's responses to reviews are considered important, their absence does not affect the tourists' level of involvement.
Q1 How engaged do consumers become with OCRs in the sector, and more specifically in the hospitality sector, and how is their involvement and buying behaviour affected by various factors and characteristics?
Q2 What are the most important attributes among those, most frequently mentioned in OCRs of a hotel or other tourist accommodation, from the perspective of the consumer?
Q3 What is the consumers' attitude towards the management of OCRs, from the hotel administration?
In the following sections, we conduct an analysis of the literature relevant to the specific matter examined. We provide a report on the consumer in the new digital age and we make reference to information technology as a new tool in the marketing communication mix. Then we emphasise on online reviews as a new source of information and provide their main characteristics. An analysis follows on OCRs as part of the buying behaviour and decision process. Moreover, the dynamics of these reviews in the tourism sector and more specifically in the hospitality industry are examined. We continue detailing the methodology used in the exploratory research, the presentation of the findings and we conclude with proposals for future research and managerial implications relating to decision making in the marketing of tourist products.
Literature review

Internet technology and marketing
Internet has been an integral part of our lives and its potential appear to be unlimited. Nowadays, accessibility and usefulness, perceived as main web advantages by consumers, have provided a new continuous challenge for businesses, as technology advances are constant (Sparks and Browning, 2011) . A very distinct feature of this new digital age with the existence of new media is the reaction and interaction that is noticed among consumers, since, as Deighton and Kornfeld (2009) mention, consumers are now more active, by talking back and by confabulating with each other. So, their voice and sayings can now be observed from other consumers as well as businesses (Hennig-Thurau et al., 2010) . Internet is considered a global means with its main feature being its capability to offer businesses easy access to all markets and consumers. Furthermore, it is a powerful tool for customer relationship building owing to its interactive nature, as it provides companies with more info on their customers' needs, since the consumers offer precious and informative feedback (Kotler et al., 2005) . Internet marketing capabilities are now considered a necessity for B2C companies, with their importance is reaching a new, higher level. The focalisation of marketers should now turn on the online consumer and should be guided by his/her needs and intentions instead of putting all of their attention and emphasis at the website (Taylor and Strutton, 2010) .
Internet and information technology can increase customer value and contentment and can assist companies as a tool for the reduction of costs, velocity and upgraded speed, productiveness and competence. Furthermore it provides firms with more pliability in their offerings, and segments with wider demographic characteristics (Kotler et al., 2005) . So, it is essential for marketers to seriously consider its power and actively use it as a new marketing communication tool in beneficial ways.
OCRs as a new element in the marketing mix tool -general characteristics
Online reviews, or eWOM communication, are actually characterised as having an internal cause and origin, thus as being an endogenous process (Godes and Mayzlin, 2004; King et al., 2014) . Endogenous as a characterisation stems from the fact that online reviews not only affect the buying behaviour and the purchases of the consumer but also are an outcome resulting from those (King et al., 2014; Duan et al., 2008) . Hennig-Thurau et al. (2004) have pointed out the importance of research on eWOM, as people have the ability to express by posting all kind of opinions, positive and negative as well, which are tied to their experience after consumption and are of interest for several stakeholders. Bronner and de Hoog (2010a, p.23 ) on their research on vacationers distinguished five main categories of motivations for posting of OCRs: "self-directed motives, helping others, social benefits, consumer empowerment and helping companies". They reached the conclusion that 70% of sharers where mainly motivated by the willingness to assist others in reaching a correct decision. Hennig-Thurau et al. (2004) also confirmed that people post for a variety of reasons, one of which is the 'concern for other consumers'.
The readers of user-generated content on the other hand turn to online reviews for gaining information, for several reasons, such as the opportunity to achieve reduction of risk, convenience and social encouragement (Kim et al., 2011) .
OCRs are not closed, they can be forwarded to anyone interested. They are now available in actual time through means such as Twitter and other similar proximate-message services, and are not restricted to text, but can also take the form of multimedia. (Hennig-Thurau et al., 2010) The augmentation of the new forms of media has provoked a change in the marketing era, since the flow of information of a brand nowadays is evolving in several directions, with an element of interconnection and presents arduousness in being forecast. Traditionally, companies used several marketing tools that gave them the chance to acquire the total control over their brand-sculpturing missives (Hennig-Thurau et al., 2010) . With OCRs, as a new element in the marketing mix tool, marketers have now lost the ability to have the complete control over messages related to their brands and have now turned into participants of a confabulation about the brand (Deighton and Kornfeld, 2009 ).
OCRs and consumer buying behaviour and decision process
Consumers pay for a product or service, so they become more involved, with involvement mobilising them in providing and seeking online reviews (Litvin et al., 2008) . Online reviews are considered more useful and credible on behalf of consumers, especially for experienced goods such as hotels and restaurants (Bronner and de Hoog, 2010b) .
Their characteristics affect the buying behaviour of the consumer in several ways. Xie et al. (2011) indicated the importance of the existence of personal identifying information, as it increases the credibility of a review, while its absence reduces it. However, information on the background of the reviewer although considered important by various researchers, according to Racherla and Friskie (2012) did not provide usefulness to consumers perception.
Word count does not appear to significally contribute to the reader of an online review (Racherla and Friskie, 2012) . This comes to contradiction to Chevalier and Mayzlin (2006) and Mudambi and Schuff (2010) who found a positive connection. As Sparks et al. (2013) point out the content is of great importance, as specific content, over vague, appears to be more persuasive and trustworthy to consumers.
Furthermore consumers appear to be more influenced by the online reviews available in established websites than those which are not (Park and Lee, 2009 ). Reviews offered by reviewers with high expertise are considered less useful than those with lower expertise and reviews offered by reviewers with high reputation are considered as more useful that those with low reputation (Racherla and Friskie, 2012) . Purnawirawan et al. (2012) in their research found out that an unbalanced set of reviews is more useful than a neutral one as it provides the reader with more confidence that the information is true and helped him to make an accurate judgment and reach faster a decision.
Negative reviews are considered more helpful than moderate or extremely positive ones (Racherla and Friskie, 2012) and affect consumers in a stronger way (Park and Lee, 2009) . Also, consumers are more influenced by early negative information, especially when the overall set of reviews is negative while positively framed information with numerical rating details appears to increase booking intentions and the trust of consumer (Sparks and Browning, 2011) . Purnawirawan et al. (2012) comment on their research on the primacy and the recency effects that may affect the buying behaviour and thus play an important role in decision making. Finally consumers also appear to be affected, pay attention at social and environmental content in reviews (Sparks et al., 2013) .
Research on the linkage between OCRs and the buying behaviour resulted to the existence of a strong relationship between consumers' intention and attitudes with user-generated content on products and services.
Additionally, the traditional model used in examining the stages that consumers pass through in order to reach a decision concerning a purchase, according to the marketing literature, has the form of a linear narrative, often observed in the form of a funnel. The consumer traditionally recognises a need, searches for information on possible purchase alternatives, evaluates those, and by eliminating them reaches the final buying decision (Kotler and Armstrong, 2008) .
Based on a most recent study by McKinsey (Court et al., 2009 ) OCRs appear to have altered the traditional shape of the procedure into a cycle, a 'continuous loop' as a result, of the extended amount of information acquired through internet and the social media, during the stages of search and evaluation. It seems that nowadays, potential buyers, instead of only excluding alternatives in order to reach a final decision, also add new ones mainly due to positive reviews that reach their attention. Therefore, the consideration set of the consumers keeps changing (King et al., 2014) .
A step of the decision making procedure includes now, potential consumers' entrance in a community of past consumers in order to receive the relevant information that is of interest for them (Sparks and Browning, 2011) . During this quest, the consumer encounters a mix of reviews, both positive and negative, and will form a final decision in accordance to their usefulness, based on an appraisal of the total assortment and note of each review in isolation (Purnawirawan et al., 2012) .
OCRs in the tourism industry
Hotel reservation and OCRs
The Internet technology resulted in an increasing number of consumers on tourism searching for information and willing to make transactions in online environments (Litvin et al., 2008) . The online information that is now available and can be reached and the posted comments have the ability to form visualisation, an image of the tourism destination for the consumer (Li et al., 2009) . Moreover, according to Park and Lee (2009) , OCRs effect appears to be great, especially, for the experience goods in which the hotel services are included.
The feedback from online reviews is considered rather important and has a positive correlation with the hotel purchasing intention of the consumer. A positive comment may lead to an increase in purchase intention while a negative one to a decrease (Mauri and Minazzi, 2013) . Furthermore, reviews from consumers have more influence on choices than those of experts or firm related advisors (Chen, 2008) .
Several researchers have reached the conclusion that when people seek for information on online platforms such as Trip Advisor, in most cases they only read or consider reviews included only in the first two pages (Sparks and Browning, 2011; Pavlou and Dimoka, 2006) . It is also mentioned that according to research findings "the average Trip Advisor reviewer has written 4.5 reviews" (O'Connor, 2010) .
Regarding the effect of OCRs in hotel reservation, there are several characteristics-data that can be mentioned. The awareness of a hotel increases, with the exposure of a consumer to an online review, regardless of it being positive or negative, leading him/her to consider booking. The awareness of a hotel due to exposure of a consumer to an online hotel review is found to be higher for less known hotels than the well known ones. Positive and negative reviews appear to have a positive and negative accordingly effect on the consumer's perception -attitude towards a hotel. The consumer's attitude towards known hotels appears to be less affected by the reviews in comparison to less known ones. The consideration of booking also appears to be increased by an online review. A positive online hotel review appears to improve the consideration on behalf of the consumer whereas a negative one seems to provoke no change. The hotel consideration towards known hotels appears to be less affected by the reviews in comparison to less known ones. As indicated, reviews by experts appear to have no significant effect on consumers' attitude towards a hotel in comparison to the reviews of non-experts, but there seems to be an effect regarding the consideration (Vermeulen and Seegers, 2009) .
A consumer when reading online reviews in a effort to make a hotel reservation will come across a variety of attributes and facilities offered by the hotel with features that have the ability to influence his/her decision making process and ultimately his/her choice among different options. The perception of a consumer towards these attributes can be defined as the level of importance that they appear to have regarding his/her personal needs. These attributes have different value for each consumer when selecting a hotel as each consumer has different priorities and needs. There is also a significant difference among experienced attributes and presented attributes.
The first category, including attributes such as 'cleanness and personal contact', can only be appraised when experienced by the consumer and affects consumers in staying again at the same hotel. The second category includes attributes such as 'location and price' that can be easily presented by different means of communication (Crnojevac et al., 2010) .
Each attribute mentioned in online hotel reviews has different weight on the consumers' perception and the level of their influence is directly linked to the consumer's personal characteristics, wishes and needs.
Advantages and disadvantages for consumers
OCRs present a series of advantages and disadvantages, as perceived by consumers. They consider it more informative in comparison to other sources of published comments such as in editorials or comments that result from the firm's marketing activities (Dickinger, 2011) . They are also provided the opportunity to increase their possibilities in locating extensive information included that of experts, not linked to the recipients (Lee and Youn, 2009) .
Consumers consider the user generated comments as more trustworthy with a higher degree of credibility, since they come from sources not directly linked to the service provider or organisation (Senecal and Nantel, 2004; Sparks et al., 2013) . Furthermore, online reviews by consumers are considered more trustworthy than those provided by experts, especially for hotel booking as pointed out by Sparks and Browning (2011) .
Another advantage that leads people in reading and using online reviews is that it reduces the risk and uncertainty that may be connected to certain purchases, especially the hotel purchases (Chen, 2008) . Consumers need to eliminate the risk associated with the purchase and to gain access to independent opinions, (Sparks and Browning, 2011) , something that is achieved by OCRs. Moreover, as Gretzel and Yoo (2008) stated that travel reviews are usually considered more updated, pleasurable and reliable content than those posted by service providers and suppliers.
Various main disadvantages of OCRs, are also detected in the literature, and described. OCRs are based on written text, thus lacking the non-verbal cues, the so-called body language according to Nieto et al. (2014) so, in many cases the original message may be mistakenly perceived. A main disadvantage of OCRs can be detected on its generality. Furthermore there is a potentiality of information overload due to the amount that can be accessed by and provided to consumers (O'Mahony and Smyth, 2010) .
Information included in the messages may be biased because they are a result of great satisfaction or dissatisfaction (Litvin et al., 2008) . Reviews in many cases may not be true. Positive ones may be posted by the company in an effort to enhance its reputation and negative ones may be posted by competitors in an effort to harm its reputation (Dellarocas, 2003; Hu et al., 2012) .
Reviews in many cases, due to anonymity-bias and formatting may appear vague and unclear to the consumer affecting his disposition towards the service provider affecting that way his purchasing intention too (Xie et al., 2011) . A major disadvantage on online reviews stems from the uncertainty they present, the fact that it is difficult to guarantee the credibility on quality of the provided information. This mainly occurs due to the low feeling of responsibility the reviewers have, possibly due to the anonymity they keep (Lee and Youn, 2009) . The credibility of the received message is highly difficult to determine not only due to anonymity but also due to the diverse background of the reviewers offering the information (Litvin et al., 2008) .
Online reviews are usually provided by consumers on tourism services, and come with no response on behalf on hotel management (O'Connor, 2010; Revinate, 2011) , a fact which is considered as a disparity creating intricacies to consumers in their attempt to examine the reliability and significance of the messages posted (Park and Kim, 2008) . But even in the case of existence of hotel responses, these are considered less credible by consumers, as they perceive them as a mean of advertising, as they depend to the organisation or firm (Mauri and Minazzi, 2013) .
Advantages and disadvantages for marketers
OCRs as a new element in the marketing field may be proved a very useful tool for managers. They appear to present a greater degree of credibility than the reviews that exist as an outcome of the forms provided to consumers and completed by them at the hotel, as it appears that their content offers a greater degree of confidence. These online reviews, however, are often neglected by hotel managers and are not taken under consideration (Callarisa et al., 2012; O'Connor, 2010) . A deep understanding of potential customers' behaviour, needs, requirements, perceptions and preferences can help the tourism businesses in severe and crucial management activities, such as the procedures of planning and decision making (Rong et al., 2012) .
OCRs in the tourism market have become a key component for strategic marketing. The management should realise their importance, influence and power and take advantage of it in order to reassure and empower its brand quality, image, awareness, value and finally loyalty, crucial factors for its future position in the tourism competitive industry. It should try to detect and manage effectively it reputation in these virtual spaces (Callarisa et al., 2012) . Dinnen and Hassanien (2011) also consider reviews as a great source of information concerning quality; therefore they suggest that it should be provoked by managers. Quality management, especially in the service sector is a difficult task, given its intangibility. Therefore, information provided from sites such as Trip Advisor could be rather helpful in locating attitudes, notions and gratification levels of customers, therefore, helpful for the management (Schmallegger and Carson, 2007) into readjusting the training of their staff, placement and into changing features if necessary. Moreover, they offer the potentiality of being used as a cost-effective tool by marketing management, in the tourism sector (Litvin et al., 2008) .
Based on previous studies, positive OCRs may have a positive repercussion on sales. However, researches indicate that even the negative online reviews can support sales in a positive way since they increase the consumer awareness on the product or service and includes it in the consideration set of the consumer (Vermeulen and Seegers, 2009) . Researchers have also concluded on a positive relationship between consumer ratings and hotel's average price of a standard double room (Öğüt and Tas, 2012) . Ye et al. (2009) reached the conclusion that positive online reviews can cause significant increase in the number of bookings.
Furthermore, several studies have identified that customers whose acquisition occurred through online reviews add more long-term value to the company that those whose acquisition came as a result of traditional marketing techniques (Trusov et al., 2009) .
OCRs also appear to have specific disadvantages, as detected in the literature. The fluctuation and polarisation concerning reviews on a hotel may have a negative impact on the amount of online sales since although a 10% improvement in rating can increase sales by 4.4%, a 10% increase in review variance can decrease sales by 2.8%. Additionally, even though hotels with higher rating stars appear to have more online bookings, room rates can cause a negative impact on the number of online bookings (Ye et al., 2009) .
Although managers appear to value consumer's feedback as the most important source they ultimately pay more attention to internal feedback since in many case it is considered too unspecific thus not manageable (Torres et al., 2014) .
The effective identification of target customers would help managers in using OCRs on their advantage it is a procedure that requires the complete profiles of sharers and seekers of such information and since the volume of reviews is rather high, it is difficult to occur. Also, the relationship between sharers and browsers is very difficult to be examined (King et al., 2014) .
OCRs and consumer relation management
A correctly structured and implemented consumer relation management system is of great importance for companies, since it can become a mean of achieving and retaining a competitive advantage. It can be auxiliary for managers, in tracing customers' interplay with the organisation and assists management in collecting data and information on customers.
With the technological advances offered today, being a tool of great importance, the data offered by customers online could turn into priceless information on consumers' behaviour, needs and perception, information obtainable and approachable by corporations (Rong et al., 2012) . In the hospitality sector, as Torres et al. (2014) mention, many hotel managers in their effort to monitor online reviews are now using new technological methods or turning to companies, specialised in such activity, such as the Revinate [as cited in Torres et al., (2014), p.35] , which has the ability to scrutinise, detect and provide the firms with useful summarised results.
Companies may belong to one of three categories concerning their responses to online reviews. Those who frequently respond since they consider online comments as a true depiction of their customers' opinion, those who rarely respond as they consider reviews being highly biased, and those who choose to provide no response at all. The conclusion is that service providers and hotels, more particularly, should not only respond to reviews but also try to develop strategies to enhance positive and effective online customer relationships (Park and Allen, 2013) . As Yu (2010) points out, no more than 4% of negative reviews receive a response by hotel managers. O'Connor (2010) states in his research that only a few hotels contribute much to social media forums such as Trip Advisor, and only a few invest time and willingness in responding to reviews posted by consumers.
Understanding how aspects of communication of reviews influence the consumer, from a business perspective is crucial for further knowledge of the relationship between OCR and the performance of hotels (Ye et al., 2009 ). Understanding the influence and impact of online reviews is essential for companies in order to estimate the level of investment that should be put on eWOM management (Hennig-Thurau et al., 2010 ). An increasing number of firms reply to comments in social media, in the tourism along with other industries, but according to a research by Revinate (2011) , although 71% of people consider rather important the existence of management responses to online reviews, only 7% of hotels appear to becoming involved in such an activity.
A major challenge for firms is to develop and apply the correct response strategies towards negative OCRs (Roehm and Tybout, 2006) . The firm should adjust its replying procedure in accordance to the service provided and the information included in the online posted message. It should therefore try to abstain from standardised practices and strategies with a defensive approach (Mauri and Minazzi, 2013) .
Exploratory research methodology and design
Design of the questionnaire
After the setup of the research objectives and the decision to carry out an initial, exploratory research, an electronic format of a questionnaire was chosen for its execution. It was tested for clarity on a small sample of consumers and improved and then launched on Google. The questionnaire was separated in five main parts. The first part included questions on the participant's demographic characteristics and the second part on OCRs as a new source of information for the consumer. The third part focused on the effect of online reviews according to their main characteristics. In the fourth part a list of attributes, connected to hotel facilities and services, and their importance for the consumer formed a specific set of questions. Finally, the fifth part focused on measuring the consumer's reaction towards management's handling and response to OCRs.
Sample's profile, data collection and research methods
The sample used in the specific research project constituted of 138 tourist product consumers, all of which (with the exception of one respondent) were students at the Hellenic Open University, either on an Undergraduate or on a Postgraduate course. This was the common denominator of the sample. Owing to the e-learning nature of the courses offered by the Hellenic Open University, the respondents have a higher affinity towards using the internet as a source of information for the purchase of products or services, therefore better serving the purposes of the research. For the processing of the information and data collected, the SPSS statistical software (version 19.0) was used. All questions included in the questionnaire were examined through several statistical methods. Descriptive Analysis was initially applied regarding all questions that were included in the questionnaire. All the qualitative variables were recorder and presented as absolute and relative frequencies while the quantitative variables were presented as mean values (SD).
For the comparison of proportions chi-square and Fisher's exact tests were used. Furthermore, student's t-tests were used for the comparison of means between two groups. Next, the Bonferroni correction which is suitable in case of multiple testing was applied in order to control and exclude the possibility of making a type I error.
Moreover, in order to extract results in regards to the objectives of this research, Logistic regression analysis, which is extensively used in social sciences' research studies, in a stepwise method (p for entry 0.05, p for removal 0.10) was used in order to find independent factors associated with the high likelihood of searching for OCRs on a hotel or other tourist accommodation at the internet. Adjusted odds ratios (OR) with 95% confidence intervals (95% CI) were computed from the results of the logistic regression analyses. All reported p values are two-tailed. Statistical significance was set at p<0.05. In the following chapter, the results are presented.
Research results, analysis and discussion in relation to findings in theory
Research results
Demographic characteristics
The number of questionnaires received and completed was 138 with the mean age of the sample being 33.9 years (SD = 5.9 years), which is expected since 137 of the respondents are more mature, part-time students at the Hellenic Open University. In Table 1 , all the information on the demographic characteristics of the participants, are presented in detail. 
Characteristics of the sample with reference to their attitude towards OCRs as a new source of information
The responders after providing info on their demographic data were questioned on their booking frequency of a room at a hotel or other tourist accommodation within the period of one year. Among them, 39.1% stated that they book a room at least once per year, 25.4% that book a room twice per year, while the percentages of those booking a room four times or more and three times per year are respectively 16.7% and 15.9%. Furthermore, regarding their search for OCRs, as seen in Figure 1 , almost half of the sample of participants (48.6%), stated, that it is very likely to search for these in their effort to make a reservation while for 35.5% it is somewhat likely (Figure 1) . 
Percentage (%)
Additionally, the main reason for searching online reviews, as seen in Table 2 , for 39.1% of the sample is to collect the highest possible amount information and make comparisons. Apart from OCRs, 79.7% of the responders stated, that concerning other sources of information, they evaluate as the most important, information provided by friends and relatives, among other sources. Regarding having ever expressed their opinion at the internet on a hotel or other tourist accommodation, 63.8% responded positively while 36.2% negatively. Lastly, the sample stated the main motives that would lead them posting a review are dissatisfaction (50.7%) and satisfaction (50.0%).
OCRs: characteristics and their influence on consumers' behaviour and decision making
Regarding several characteristics that OCRs present and the influence of those to consumers' behaviour and decision making, important results were derived through the answers of the participants to relevant questions. As observed 42.8% of the participants stated their agreement on the negative effect that lack of personal information on reviews has, concerning their credibility while for 37.0% of them it is indifference to their perspective. Concerning the extent of reviews, 76.1% of the sample expressed their agreement that the more extent reviews are the higher their usefulness in reaching a decision. Clarity in reviews was also agreed to be important concerning usefulness in reaching a final decision for 95.7% of the responders. Finally, 54.3% of the sample appears to agree that a negative online review for a nonwidely known hotel has a greater effect on their behaviour than that for a well known hotel, while 26.1% is indifferent on this. The majority of the participants are mostly affected by negative OCRs (61.6%) while 38.4% stated that they are mostly affected by the positive ones (see Figure 2) .
Furthermore, from the sample, 68.1% replied negatively to reading all the reviews available in website, on a hotel, with 47.9% of those consider likely/very likely the possibility to read more than ten reviews. Moreover, 86.2% of the responders consider OCRs as being objective while 78.3% values them as more reliable in comparison to other sources of information.
Additionally, 52.9% of the sample believe in the existence of a high divergence between OCRs and the description presented at the hotel's website while almost all of the participants (93.5%) estimate that reviews found in websites relevant to travelling, such the TripAdvisor, or in social media are more reliable in comparison to those provided in the hotel's website. Finally, regarding the likelihood, in some cases, reviews to be derived from the hotel itself or from competitors, 42.7% consider it somewhat/very likely while 57.3% are neutral on this or consider it rather unlikely.
Attributes most frequently mentioned in OCRs on a hotel or other tourist accommodation and their importance to the consumer
In this part, information is presented on the attributes most commonly observed in OCRs on hotels and other tourist accommodations, in websites or social media, relevant to travelling. In Figure 2 and Table 3 the opinion of responders on these attributes' importance regarding specific questions that were set, in descending order, is presented. The three most important factors for the participants to the research, as depicted in Figure 2 , when booking a room are the accommodation cost (88.4%), cleanliness (85.5%) and location (73.2%). According to Table 3 , we can see that the main attribute for which there may be a difference between the hotel's description and its real picture, according to the responses provided from the sample, is price versus quality (83.3%) with cleanliness following (76.8%) and location (43.5%).
Concerning the attributes for which the responders would like OCRs to be more detailed, based on the research results, these are price versus quality (79.7%), cleanliness (79.0), location (51.4%) and customer service (38.4%) while details on parking were considered important for only 2.2% of the participants.
The most important attribute for which the responders if they read even one negative review they would reject the specific alternative, is cleanliness with a percentage of 87.0%. The next most important factor is price versus quality (49.3%) while the third one appears to be location (33.3%) (see Figure 3) . Continuing, the main attribute for which the participants to the research would post either a positive or negative review is cleanliness (84.8%), followed by price versus quality (73.2%), customer service (46.4%), and location (39.1%).
Management of OCRs from the administration: the impact on the consumer
Following data show the impact that management and handling online reviews, on behalf of the corporation, has on the consumers' perception. To begin with, 55.1% of the participants stated that they rarely or never see a reply from the hotel to a negative review. Furthermore, as observed by Table 4 , 76.1% state that they consider its existence rather important. Cleanliness is the main attribute, for which according to 88.4% of the participants when a negative review from a consumer is posted, the existence of a reply from the hotel to that review is considered mostly important. Furthermore, 53.6% of the sample stated their agreement/total agreement that the absence of the hotel's reply to a negative review leads them in believing that the specific review is true and 52.9% that the absence creates for them negative feelings concerning hotel's reliability. Finally, 23.1% trust what is mentioned in a hotel's reply provided it exists while 63.0% appear neutral on this. When preparing a leisure trip, how likely is it that you seek for online consumer reviews on hotels or other tourist accommodations at which you are considering making a reservation? 
Association of the frequency of searching for OCRs with various characteristics and factors
In this part, tests were applied in order to examine the relationship between the increased likelihood of searching for OCRs on hotels or other tourist accommodations with the sample's demographic characteristics and other factors connected to their behaviour and opinion on the matter examined.
From the tests applied, no significant correlation appeared in the percentages of those participants who are somewhat or very likely to seek for OCRs when booking a room at a hotel, in accordance to their demographic information, since not all p-values were found significant, thus lower than 0.05.
There was a significant difference in the percentages of participants that consider somewhat/very likely to seek for OCRs on a hotel or other tourist accommodation that they consider booking in relation to how frequently they book a room within the period of one year. More specifically, the more times they book a room per year, the higher the percentage of an increased likelihood for the search of online reviews (see Figure 4) . Furthermore, the participants that stated having expressed their opinion as consumers of accommodation appear to have a significantly higher percentage of probability for searching other consumers' reviews for those accommodations they consider booking.
After the Bonferroni correction was applied, there were no significant differences in the percentages of those with a high likelihood to seek for reviews regarding their agreement on the usefulness of the extension of reviews in making a buying decision. Clarity, and its usefulness in making a final decision, on the other hand, was found important with a higher percentage, for those that consider very possible to seek for reviews. The effect of negative reviews in their perception is also found to present a higher percentage for those that present a higher likelihood for becoming engaged with online reviews (see Figure 5 ). The percentage of those considering somewhat/very likely to seek for reviews when booking has been found significantly higher in those participants that read all reviews available in a website. It has also been found significantly higher for those that consider that online reviews are often/always objective.
Next, the probability model of logistic regression was applied on the depended variable of high likelihood for seeking online reviews on hotel or other tourist accommodation they consider booking at, and with the stepwise method the following results were extracted and presented in Table 6 . The annual frequency of hotel reservation, the influence by negative or positive online reviews and reading or not all the reviews available on a website, have be found to be independently correlated with the high likelihood of seeking for OCRs on a hotel or other tourist accommodation that consumers consider booking at. More specifically:
• Those that make a reservation three or more times per year on a hotel or other tourist accommodation present a 5.31 highest probability of pursuing OCRs in comparison to those that make a reservation maximum once per year.
• Those that are mostly influenced by the negative reviews appear to have a 2.75 highest probability of seeking online reviews.
• Those that read all reviews available in a website had a 4.41 highest probability also, of searching frequently/very frequently for OCRs.
Discussion of exploratory research findings in relation to theory
Some findings of this study are in agreement with previous studies' results while others are contradictory. As mentioned before, all findings need however to be treated with caution since due to the small sample size, they cannot be extrapolated to the whole population. Nevertheless the insights gained can be used to feed in to a higher scale research project. To begin with, based on the research's results, the more consumers buy a service the more mobilised they get with the procedure of OCRs either as seekers or providers, a result which is in accordance to other researchers (e.g., Litvin et al., 2008) . Consumers turn to online reviews to collect information and to minimise the risk of making a wrong decision, as also suggested by other researchers (e.g., Kim et al., 2011) . Based on the results of this exploratory research, one of the main motives for consumers to provide a review is assisting others, as previously confirmed by other researchers such as Hennig-Thurau et al. (2004) and Bronner and de Hoog (2010b) . However, in contradiction to Bronner and de Hoog (2010b) , who distinguish it as the main motive, this research indicates great satisfaction and dissatisfaction as the main two motives for providers of reviews. This difference in findings needs to be confirmed further during the larger scale research, as it may be due to the small and very specific sample sise used in this study.
Unlike past findings (e.g., Xie et al., 2011) , this study concluded that anonymity, thus the lack of personal identifying information in online reviews is not essential to consumer's perception regarding their credibility which is in agreement to some researchers (e.g., Racherla and Friskie, 2012) . The length of reviews was found to be considered important to consumers' perception regarding their usefulness in contradiction to other studies (e.g., Racherla and Friskie, 2012) and in accordance to others (e.g., Chevalier and Mayzlin, 2006; Mudambi and Schuff, 2010) who also found a positive connection. Furthermore in agreement to other researchers (e.g., Sparks et al., 2013) clarity in reviews was considered important by consumers. The stronger effect of negative reviews on the consumers' perception as reported in previous studies (e.g., Park and Lee, 2009 ) was confirmed by the present one. Another conclusion of this exploratory study is that consumers do not read all reviews available in a website as previous researchers suggest (e.g., Sparks and Browning, 2001; Pavlou and Dimoka, 2006) , however a connection of this matter was found for those that seek reviews more frequently. According to the findings of this work, those who read an important number of reviews are potentially more prone to seek for this kind of information. Consumers, as previous studies indicated (e.g., Vermeulen and Seegers, 2009) and as confirmed by this research also, are mostly affected by reviews on less known hotels.
Consumers, according to the results of this research rarely see a reply from a hotel as mentioned also from other studies (O'Connor, 2010; Yu, 2010) , especially for the negative ones, but even if it exists, in comparison to other studies (Mauri and Minazzi, 2013) where the level of trust on behalf of the consumers on its credibility was low, in this study it was found to be moderate.
To conclude, this research confirms, albeit at an exploratory level, that the majority of consumers take under consideration online reviews at the stage of deciding, as it has become a main part of their purchasing procedure and is in agreement to the majority of previous studies (Sparks and Browning, 2011) .
Conclusions and implications for decision making in the tourism
industry, proposed actions -study limitations and future research avenues
Conclusions and managerial implications in decision making
Based on the literature research and the exploratory research, several conclusions can be inferred and used to open avenues for larger scale research and to highlight areas of weakness in managerial decision making in regard to marketing the tourist product. Concerning engagement with the procedure in the tourism industry, and more specifically in the hospitality sector, the Greek consumers in the sample, appear to become involved to an extensive degree with OCRs. They appreciate this important source of information and seem to use it very frequently, when preparing for a leisure trip. It is noted that, as the frequency on booking of consumers increases, so does their willingness to seek this kind of information. Furthermore, consumers also become involved with OCRs, not only as seekers, but also as providers of their own opinion. This activity is connected with a higher level of involvement regarding the procedure of seeking. The main reason for which consumers become seekers of others' opinions, is their effort to collect an adequate amount of information that will assist their buying decision process. Further reasons are the reassurance, and the minimisation of risk, associated with their final choice. Additionally, the main motives for them to act as providers of online reviews result from feelings of great dissatisfaction and/or satisfaction from the service offered, along with their willingness to assist other consumers. Among several distinct characteristics of reviews, clarity is the one identified as the most important, to the consumers' consciousness, in terms of reviews' usefulness. Most of the consumers are mainly affected by the negative reviews in comparison to positive ones. This increases their tendency for a high degree of involvement in seeking OCRs.
Concerning attributes connected to a hotel or other tourist accommodation and its facilities, the accommodation cost, cleanliness and location are the most important with regard to consumers' perception when selecting among alternatives. Regarding the negative reviews on specific attributes associated to the hotel and its facilities, consumers are mostly affected by those that refer mainly to cleanliness, followed by quality in comparison to price and finally the location. Cleanliness is also the main issue which consumers would be interested in when providing an online review, which reflects their satisfaction or dissatisfaction. Furthermore they would also become providers of reviews, for matters related to price versus quality and aspects connected to customer service.
Finally, this article also provides important, albeit tentative, results on the consumer's perception concerning the reply from hotel management. During the exploratory research, an extra focus was given to the existence of negative reviews. Hence, based on the responses, it was noted that consumers consider a reply by hotel managers as being important, especially as a reaction to negative reviews, nevertheless, they rarely see one. This, however, does not seem to affect their involvement with the procedure of seeking reviews. One possible explanation would be the moderate level of trust consumers appear to have towards hotel management's replies, as opposed to other consumer reviews.
Study limitations and future research avenues
As stated at the beginning of this study, the main limitation of the work is that the research carried out was of an exploratory nature so the findings can only be used on a tentative basis and as indications that will guide a larger scale research in the area of ORCs. A second point to consider also connected with the exploratory research is that this was conducted during a period of economic recession. For this reason, the participants' perspective on various matters connected to their buying behaviour may have been influenced by the dire circumstances. These two points however should not undermine the contribution of the work as it also contains valuable literature research findings.
Concerning future research, a similar study could be repeated, applied to a larger number of participants leading to further conclusions regarding consumers' attitude towards OCRs. More specifically, extensive information would provide important results on the participants' buying behaviour and effect of OCRs in relation to demographic characteristics. The inclusion in this of participants from other countries besides Greece, would also add to the interest of the findings. Finally, future research on hotel managers' perception of OCRs, would shed further light and through the findings increase the capacity of decision making at a managerial level, especially in regard to marketing.
